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Explosive in the rapid development of Internet, e-commerce increasingly popular, 
3G networks in China to promote the overwhelming cloud computing technology 
becoming more mature, IT cloud services to become the background to show off 
those big, more and more new Internet ideas, the emergence of new mobile phone 
application in the world. The success of Taobao (www.taobao.com), EBUY 
(www.ebuy.com), Jingdong Mall (www.360buy.com), Dangdang 
(www.dangdang.com) web sites, great driving China e-commerce development. 
However, these developments gave the traditional store operations to bring the 
extrusion business. 
Based on the e-commerce, 3G applications, cloud services model of observation 
and analysis, the traditional shop - customers (S2C mode) through the cloud - the 
network side of the service model, mobile extension, e-map-based applications shop 
regional convergence, convergence products classified catalog, store and product 
related business district labeling (Tag) aggregation, combined with the logistics and 
distribution, online payments and other means, shopkeepers and customers to create 
interactive communication, help the shop offers, and other traditional functions of the 
cloud - end service-oriented platform (SaaS) e-commerce model for traditional 
physical stores to provide effective networking, mobile, e-business extends to reduce 
the rapid development of other e-commerce stores to bring business to the traditional 
squeeze. 
Physical store and shop with the model is not without precedent, and the different 
modes discussed in this paper is mostly based on physical stores and online shop 
online shop in the form of combination, such as Taobao (www.taobao.com) Taobao 
Mall (www . tmall.com), belong to a special shop in the form. The model discussed in 
this article tend to be in real life shop e-commerce, to provide network owners to 
promote and expand the scope of the customer source. On the one hand, this model 
does not only bring benefits for the shop and easy to find customers their consumption 















from social problems; the other hand, such a business model is operated, a model can 
be profitable, which is studied in this paper and discuss the significance. 
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